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* Understanding the concept of Measurement
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Understanding
the
concept
of
Measurement

Source: McDaniel & Gates (2009), Marketing Research, 8" Edition, Wiley



Measuring Tools
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Measuring
Happiness

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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Measuring Happiness
ICTIIRTEN Top Five Picks for Detiiion of Happiness

Happiness Eurcpe
(Ranking 1 = Most Selected) LS UK India Canada (mainland) Scandinavia China .Japan
Being physically fit and active

throughout my life 2 2 1 1 1 2 3 3
Engoyment, fun, and laughter

throughout my life & 4 5 3 5
Good health throughout my life b 1 2 1
Having a wonderful and lasting marmiage 2 3 4 2 4] 3 4
Hawving children and a happy family 5 5 5 4 & 1 1
Having enough time and money

o be content 1 1 3 3 2 2 2
Having encugh time to enjoy all

that life has to offer 3 2 3 3 1 1 &
Having good friends and good tmes 4
Source of happiness Ewrope
(Ranking 1 = Most Happy) LLS. Lk India Canada {mainland) Secandinavia China Japan
My current residence 3 2 2 3 2 3 3 1
My community 2 3 3 2 3 2 L) 3
My family Iife 1 1 1 1 1 1 1 2
My romantic life b & 4 5 5 b 2 5
My wark life i i} G 8 L] i 5 i}
My social life 4 5 b & 4 4 i} e

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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Measurement

* The process of assighing numbers or labels to
persons, objects, or events
in accordance with
specific rules
for representing
guantities or qualities or attributes.

 Rule:

— The guide, method, or command that tells a
researcher what to do.

Source: McDaniel & Gates (2009), Marketing Research, 8" Edition, Wiley
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Constructs

* Specific types of
concepts
that exist at
higher levels of abstraction.

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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Concept & Construct

* Concept and Construct
are abstractions of reality.

* Concept
— expressed in every-day terminology.

* This requires the researcher to generalize/categorize.

* Construct

— theoretical abstraction that can’t really be
observed

* (e.g., love, trust, social class, personality, power).

Source: Edward Fox (2008), Measuremen tin Survey Researc h, http://efox.cox.smu.edu/mktg3342/lec6-measuremen t.ppt
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Example of
Concept & Construct

* Question —Why do some customers buy Air
Jordan athletic shoes over and over again?

* Concept

— Repeat purchase

* Construct
— Brand loyalty

Source: Edward Fox (2008), Measurement in Survey Research, http://efox.cox.smu.edu/mktg3342/lec6-measuremen t.ppt
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The Marketing Research Process

(1)
Problem
Definition
(Research
Obijective

(8)

Follow-up

(7)
Writing and
Presentation of
the Report

(2)

Research

Design

(6)

Analysis of
Data

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley

(3)
Method of
Research

(4)
Sampling
Procedure

(5)
Data
Collection

20



The Measurement Process

Source: McD

cDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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The Measurement Process

Concept of interest

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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The Measurement Process

(1)
Identify the

(2)

Develop a

(3)
A

concept of
interest

construct

Specific types of
concepts that exist
at higher levels of
abstraction.

(8)
Research
findings

(6)

Evaluate the

(7)

constitutive
definition

(4)

An
operational
definition

(5)
A

Utilizes the
scale

reliability and
validity of the
scale

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition,

measurement
scale

Wiley
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The Measurement Process

(1)
Identify the
concept of
interest

(3)
A

constitutive
definition

(2)
Develop a
construct

Statement of the meaning of
the central idea or concept
under study, establishing its
boundaries;

also known as theoretical, or
conceptual, definition.

Utilizes the { renability and
scale validity of the
scale

(4)

An
operational
definition

(5)
A
measurement

scale

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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The Measurement Process

(1)
Identify the
concept of
interest

(2)

Develop a
construct

Statement of precisely which

observable characteristics will
be measured and the process

for assigning a value to the

concept.

(7)
Utilizes the
scale

/ Evalu‘at.e the

reliability and
validity of the
scale

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition,

Wiley

(3)
A
constitutive

definition

A
measurement
scale

25



The Measurement Process

(1) (3)

(2)

Identify the A
Develop a L
concept of constitutive
, construct .
interect definition

Set of symbols or numbers so
constructed that the symbols
<or numbers can be assigned by

operational

a rule to the individuals (or Jefinitio
their behaviors or attitudes)
to whom the scale is applied.

(/)
Utilizes the
scale

/ Evaluate the

- K A
reliability and measurement
validity of the

scale scale

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley 26



The Measurement Process

(1)
Identify the

concept of
interest

(3)
A
constitutive

definition

(2)

Develop a
construct

rE|IabI|Ity (4)

(8)

Research a nd An_
T operational
definition

validity

(6)
Evaluate the
reliability and
validity of the
scale

(5)
A
measurement

scale

(7)
Utilizes the
scale

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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Validity

Reliability



Validity Accuracy

Reliability  Precision






Validity vs. Rellablllty

Low Accuracy

High Precision High Precision
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Constitutive Definition &
Operational Definition

e Constitutive Definition

— A theoretical or conceptual definition that defines
the concept in terms of other concepts and
constructs; like a dictionary definition

* Operational Definition

— Defines which observable characteristics will be
measured and the process for assigning a value to
the concept

Source: Edward Fox (2008), Measuremen tin Survey Researc h, http://efox.cox.smu.edu/mktg3342/lec6-measuremen t.ppt
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Example of
Constitutive Definition &
Operational Definition

Concept:
Repeat purchase
Construct:

e Constitutive Definition Brand loyalty

— Increased propensity to purchase a brand due to
previous experience with that brand

* Operational Definition

— Rating of purchase probability, depending upon
prior purchase

Source: Edward Fox (2008), Measurement in Survey Research, http://efox.cox.smu.edu/mktg3342/lec6-measuremen t.ppt
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BRAND LOYALTY




Building
Customer Value,
Satisfaction,
and
Loyalty



Customer Perceived Value

Product benefit

Total
customer

benefit

Services benefit

Personnel benefit

Customer
perceived

value

Image benefit

Monetary cost

Total
customer

cost

Time cost

Energy cost

Psychological cost

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012
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Satisfaction

“a person’s feelings of pleasure or
disappointment that result from comparing a
product’s perceived performance (or outcome)
to expectations”

37



Loyalty

“a deeply held commitment to
rebuy or repatronize

a preferred product or service

in the future

despite situational influences and
marketing efforts having the
potential to cause switching
behavior.”



Customer Perceived Value,
Customer Satisfaction, and Loyalty

Customer
Perceived
Performance

. S

Customer Customer
Satisfaction Loyalty

Customer
Perceived

Value

Customer
Expectations

Source: Philip Kotler & Kevin Lane Keller, Marketing Management, 14th ed., Pearson, 2012 39



5 Variables : 1 Factor

(5:1)

Variable 1

Variable 2

Variable 3

Variable 4

Variable 5

Sourc

e: Hair et al. (2009), Multivariate Data Analysis, 7th Edition, Prentice Ha
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Measuring Loyalty
5 Variables (Items) (5:1)

(Zeithaml, Berry & Parasuraman, 1996)

Say positive things about XYZ to
other people.

Recommend XYZ to someone
who seeks your advice.

Encourage friends and relatives
to do business with XYZ.

Consider XYZ your first choice to
buy services.

Do more business with XYZ in the
next few years.

41



Definition of Role Ambiguity

w € onstibutive nnd Oparatsonal Dafinsteoes of Role Ambigmty

Constitutive Definition  Fole ambiguity is a direct function of the discrepancy between the information avadable to the
person and that which is required for adequate performance of a role. It is the diference
between a person’s actual state of knowledge and the knowledge that provides adeguate
satisfaction of that person's personal needs and values.

Operational Definition  Fole ambiguity is the amount of uncertainty (ranging from wery uncertan to very certan on a
five-point scale) an indwidual feels regarding job role responsibdities and expectations from
other employees and customers.

Measurement Scale The measwrement scale consists of 45 items, with each tem assessed by a five-point scale with
category labels 1 = wery certain, 2 = certam, 2 = neutral, 4 = uncertain, 5 = wery uncertam.
Samples of the 45 items follow:

How much freedom of action | am expected to have

How | am expected to handle nonroutine activities on the job

The sheer amount of work | am expected to do

T what extent my boss is open to heanng my point of view

How satisfied my boss is with me

How managers in other departments expect me to interact with them
What managers in other departments think about the job | perform
How | am expected to interact with my customers

How | shoubd behave (with customers) while on the job

If | am expected to be a litte to win customer confidence

If | am expected to hide my company's foul-ups from my customers
About how much time my family feels | should spend on the job

To what extent my family expects me to share my job-related problems
How my co-workers expect me to behave while on the job

How much information my co-workers expect me to convey to my boss

oo

oO00O0O0O0O0O0O00OO0O00

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley 42



Analyzing Consumer Markets

 The aim of marketing is to meet and satisfy

target customers’ needs and wants better
than competitors.

* Marketers must have a thorough
understanding of

how consumers think, feel, and act

and offer clear value to each and every target
consumet.

43



How consumers
think, feel, and act



Model of Consumer Behavior

Marketing
Stimuli

Products &
Services

Price
Distribution
Communications

Other
Stimuli

Economic
Technological
Political
Cultural

ma Psychology

Motivation
Perception
Learning
Memory

Consumer
Characteristics

e Cultural
¢ Social
¢ Personal

Buying
Decision
Process

Problem
Recognition
Information
Search
Evaluation of
Alternatives
Purchase
decision
Post-purchase
behavior

Purchase
Decision

Product choice
Brand choice
Dealer choice

Purchase amount
Purchase timing
Payment method

45



Factors Affecting Consumer Behavior

Source: http://www.itinfopoint.com/post/55/factors-affecting-consumer-behavior/ 46



Nothing
IS
so practical
as a
good theory

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage



Theory

“a set of propositions or
an abstract conceptualization of
the relationship between entities.”

48



Purpose of theory

increase scientific understanding
through a systematized structure
capable of both explaining and
predicting phenomena

(Hunt, 1991)



Theory

“a statement of
relations among concepts
within
a set of boundary assumptions

and constraints”
(Bacharach, 1989)

50



Marketing

ldentifying
and
meeting
human and social needs

Source: Kotler and Keller (2011)



Basis of Marketing Theory




Disciplinary Underpinnings of
Marketing Theory

ne economics basis of marketing

ne psychological basis of marketing

ne sociological basis of marketing
Cultural aspects of marketing

53



Psychological foundations of

Motivation
Perception

marketing

Decision making

Attitudes

Persuasion

Sou

rce: Backer & Saren (2009), Marketing Theory: A Student Text, 2"

Edition,

Sage
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Psychological Constructs and
Some Associated Marketing Areas

Psychological

Marketing areas

Construct

Learning Brand recall, loyalty

Motivation Consumer needs, choice conflicts
Perception Product packaging, advertising content
Decision Brand selection, consumer involvement,
making post-purchase evaluation

Attitudes Customer satisfaction, trust, ad influence

Personality

Consumer segmentation, materialism, addictions

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Motivation

* both physiological needs (e.g. hunger, thirst,
pain avoidance, security, maintenance of body
temperature)
and psychogenic needs (e.g. achievement,
affiliation, status, approval, power)
motivate consumer behaviour

Source : Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Motivation and
Psychological Needs

* the waste of money and/or resources by
people to display a higher status than others’
is clearly linked to the psychological ego-
related needs for status, approval and self-
confidence, although it may be influenced in

part by extrinsic factors, such as social norms
and cultural values

Source : Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Overall Model of Consumer Behavior

iences and Acquisitions

External .a(peﬂ
Influences
Culture L Decision
Subculture Process
Demographics . .
Social Status LA
ReferencelGroups Problem
Family | Recognition
Marketing Activities
Information
Self-Concept | Eoneh

and

Lifestyl | Desi
ifestyle s Alternative Evaluation

Internal and Selection
Influences

. = Qutlet Selection
Perceptlon and Purchase
Learning
meTOW Postpurchase
paiits Processes
Personality
Emotions
Attitudes

EXpeﬁences G qu‘.s\{\ons

Source: J. Paul Peter and Jerry Olson (2004), Consumer Behavior & Marketing Strategy, 7th edition,, McGraw-Hill/Irwin 58



The linkage among
attitudes,
behavior, and
marketing
effectiveness

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley



Attitudes and Linkage

o Attitude defined:

—Enduring organization of motivational,
emotional, perceptual, and cognitive
processes with respect to some aspect of a
person’s environment.

— Level of Customer Involvement

— Attitude Measurement & Strength
— Effects of Other People & Brands
—Situational Factors



Summary

* Understanding the concept of Measurement
* The Measurement Process
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